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Analysis of Green Marketing Orientations of Green Hotels During COVID-19
With Fuzzy
Ceylan Bozpolat and Burcu Simsek Yagli
Faculty of Economics and Administrative Sciences
Nevşehir Hacı Bektaş Veli University, Turkey

Abstract
This study aims to examine the role of natural environmental orientation, environmental
pressures of stakeholders and brand orientation in green marketing orientations of green hotel
businesses in the Cappadocia region during the COVID-19 process. For this purpose, a total of
six experts, three of which are green hotel managers and three academicians, were interviewed
and the collected data were analysed through the fuzzy method, one of the multi-criteria
decision making (MCDM) methods. Due to the limited number of studies in this context in the
literature, the current study contributes to the literature. The causal relationships between many
factors are analysed that affect the green marketing orientations of hotels have been revealed
from the perspective of hotel managers and academicians. The findings show that the opinions
between the two expert teams differ. While natural environmental orientation has the most
decisive role in the green marketing orientations of hotel managers, this is shaped by the
environmental pressures of stakeholders for academicians. In addition, hotel managers consider
the sub-factor commitment to nature the most and brand positioning the least in their
environmental behaviour. On the other hand, academicians stated that regulatory stakeholder
pressures from the government and competitors have the most effective role in their
environmental behaviour. Finally, suggestions were made to theorists and practitioners to
improve the field and the sector.
Keywords: green marketing orientations, green hotel, MCDM, fuzzy , COVID-19
Recommended Citation: Bozpolat, C., & Simsek Yagli, B. (2022). Analysis of green marketing
orientations of green hotels during COVID-19 with fuzzy. In L. Altinay, O. M. Karatepe, & M.
Tuna (Eds.), Advances in managing tourism across continents (Vol. 2, pp. 1–17). USF M3
Publishing. https://www.doi.org/10.5038/9781955833080
Introduction
Global pandemics such as COVID-19 have been increasing gradually in the last century, in
which wastes have increased with the increasing world population, water resources and green
areas have decreased, and therefore climate problems have been experienced. As long as the
environmental problems are not responded to individually and collectively, outbreaks will
continue to exist. Therefore, both human beings at the individual level and industries at the mass
level need to take an attitude towards protecting the natural environment.
The COVID-19 pandemic has worried many sectors, especially the manufacturing industry,
about environmental awareness. Businesses especially in the tourism sector want to both support
sustainable tourism by increasing their green marketing orientations and gain competitive
advantage by turning the crisis into an opportunity (Arseculeratne & Yazdanifard, 2014;
1
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Moravcikova et al., 2017). The developments in the sector have also attracted the attention of
tourism academicians. In this context, Haastert and Grosbois (2010) found in their study on
Canadian boutique hotels that the environmental initiatives of these hotels are focused on saving
on waste, energy and water costs. When sustainable hotel practices are evaluated from the
perspective of the guest, it is seen that they have critical importance in hotel preference (Berezan
et al., 2014). Similarly, other studies have shown that 90% of guests intend to stay in hotels
engaged in green marketing activities (Mensah, 2004; Han et al., 2011; Abokhamis Mousavi et
al, 2017). Both these developments in the preferences of hotel customers and the negative effects
of COVID-19 restrictions on the tourism sector force hotel managers to act more
environmentally friendly (Gössling et al., 2020). In this context, Ho et al. (2021) examined the
factors that affect the green marketing orientations of accommodation businesses and revealed
that natural environment orientation is the most effective factor in the environmental behaviour
of hotels. In another study conducted in a wider context, it was emphasized that green actors
such as entrepreneurs, employees and stakeholders should act jointly on green management in
segmentation, targeting and positioning strategies in order to be sustainable businesses (Velita
and Suson, 2020). Most of the past studies have examined the effect of green marketing practices
of hotels on consumer preference, purchase intention, customer loyalty and satisfaction
(Martinez, 2015; Mercade Mele et al., 2019; Shabbir et al., 2020; Alomari and Alomari, 2020).
However, the current study aims to consider the effects of natural environmental orientation,
environmental pressures of stakeholders and brand orientation factors on the green marketing
orientations of hotel businesses with green star certificate in the Cappadocia region during the
COVID-19 pandemic, from the perspective of managers and academicians. Very few studies
contribute to the subject in this respect (Dief & Font, 2010; Ho et al., 2021).
In the current study, the fuzzy (Decision Making Trial and Evaluation Laboratory Model)
method, one of the multi-criteria decision-making (MCDM) methods, was used to evaluate the
green marketing orientations of hotel businesses with three main factors and ten sub-factors. In
this context, the study differs from other studies in that it analyses the survey with a current
method in contrast to many studies (Dief and Font, 2010; Chan, 2013; Chan, 2014; Martinez,
2015; Chung, 2020) that examine the subject with a focus group interview in the literature. The
fuzzy method determines the possible interactions between the main and sub-factors by finding
the weights of the three main and ten sub-factors that are effective in the green marketing
orientations of the hotel businesses. Accordingly, it has been revealed that one of the main
factors of natural environmental orientation, environmental pressures of stakeholders and brand
orientation is more important in green marketing orientations of hotel businesses in the context
of the views of academicians and hotel managers.
In the next parts of the study, the literature on the concept of green hotel, natural environmental
orientation (commitment to nature, environmental entrepreneurship, corporate social
responsibility), environmental pressures of stakeholders (regulatory-corporate-community
stakeholder pressure and media pressure) and brand orientation, which are the evaluation criteria
of green marketing orientations (brand positioning, brand functionality, brand investment return),
have been reviewed and previous studies have been included. In the methodology part, the
formulation and application stages of the fuzzy method are mentioned. Finally, the data obtained
from the expert opinions were analysed and the results were compared with the results of
previous studies.
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Literature Review
In this part of the study, the concept of green hotel, which is a label given to hotels that adopted
the green marketing management approach in the early period, and the concepts of natural
environmental orientation, environmental pressures of stakeholders and brand orientation, which
can be effective in explaining the green marketing orientations of the researched hotels during
the COVID-19 pandemic process, are discussed in detail.
Green Hotel
While the hotel industry carries out its activities systematically, it causes waste of environmental
resources using water, energy and non-durable consumer goods in high amounts (Chan et al.,
2017; Verma and Chandra, 2018). According to United Nations World Tourism Organization
(UNWTO) 2021 data, although COVID-19 has reduced greenhouse gas emissions in tourism by
7% globally, tourism emissions are projected to increase by 25% in 2030, citing 2016 data
(UNWTO, 2021). In reducing tourism emissions in the coming years, it will play an important
role for hotel businesses, which are the main players of the tourism industry, to take
environmental protection as a basis while carrying out their activities. In this regard, the Ministry
of Culture and Tourism of the Republic of Turkey first introduced a regulation on issuing an
environmentally friendly organization (green star) certificate to hotels in 1993 in order to
increase environmental protection practices. Then, in 2013, it issued communiqué 2008/3 and
published updates on the activities that hotels must perform in order to obtain the green star
certificate. According to the communiqué, hotel businesses that want to obtain a green star
certificate should employ an expert to coordinate environmental protection activities within the
hotel, provide environmental protection awareness training to employees, and report data on
water and energy consumption and waste amount (Ministry of Culture and Tourism, 2021).
Hotels that meet the requirements have the green hotel label. A green hotel is a green starcertified accommodation facility that integrates practices such as water saving, electricity
consumption, heating and cooling systems from renewable sources, and implementing recycling
projects that will reduce the harmful effects of waste, in order to support the protection of the
natural environment. (Han et al., 2010; Verma & Chandra, 2016; Abokhamis Mousavi et al.,
2017; Verma & Chandra, 2018). Hotel businesses want to have this title/label in order to
document their environmental awareness and differentiate their positioning strategies (Manaktola
& Jauhari, 2007). In other words, their thoughts, ethical and economic concerns are effective in
environmentalist participation (Tzschentke et al., 2004). In the present part of the current study,
the details of three main factors that are predicted to be effective in green marketing orientations
of green star certified hotels will be discussed.
Natural Environmental Orientation
The natural environmental orientation is defined as the environmental protective organizational
efforts of hotel businesses in carrying out their commercial activities (Banerjee, 2001; Banerjee,
2002; Gabler et al., 2015; Yasir et al., 2020). In the present study, the natural environmental
orientation of hotel businesses was evaluated with a three-factor structure in which Menguç and
Ozanne (2005) expanded the concept of internal environmental orientation proposed by Banerjee
(2001). This structure consists of a commitment to nature, environmental entrepreneurship and
corporate social responsibility sub-variables (Menguç & Ozanne, 2005; Ho et al., 2021). The
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first variable is commitment to nature, which includes the attitude and behavior of the hotel
manager to protect the environment (Henriques & Sadorsky, 1999; Chan et al., 2012). Green
hotels are organizations with a certified commitment to nature (Abokhamis Mousavi et al., 2017;
Verma and Chandra, 2018) and reflect their current environmental strategies in their
environmental performance (Latan et al., 2018). In other words, environmental strategies
positively affect their environmental performance (Journeault, 2016; Yasir et al., 2020). The
second variable is environmental entrepreneurship, which is defined as hotel businesses'
proactive behavior and risk-taking in the context of environmental protection (Menguç &
Ozanne, 2005; Ho et al., 2021). That is to say, managers aim to make green improvements in
their current conditions and focus on green innovation. In this context, it would not be wrong to
say that environmental entrepreneurship is a result of natural environmental orientation (Keogh
& Polonsky, 1998). In addition, entrepreneurial managers who evaluate environmental
opportunities will retain the power of sustainable competitive advantage (Chang, 2011). The last
variable, corporate social responsibility, is expressed as the relative importance of environmental
concerns in the commercial activities of hotel businesses (He and Harris, 2020). It means that the
hotel business does not only act with economic concerns, but also considers environmental
concerns (Menguç and Ozanne, 2005; Abbas, 2020; Ho et al., 2021). Although the COVID-19
pandemic has narrowed the business volume of the industry, proactive businesses that turn the
crisis into an opportunity with their corporate social responsibility ethics will be one step ahead
with customer demand and sustainable competition in the long run (He and Harris, 2020). In the
current study, it is foreseen that natural environmental orientation alone will not be sufficient to
explain the green marketing orientations of hotel businesses, therefore, environmental pressures
of stakeholders should also be examined.
Environmental Pressures by Stakeholders
In proactive stakeholder management, how an organization interprets and responds to the
ecological behavior of its stakeholders has an important place (Banerjee, 2001; Gabler et al.,
2015). Stakeholders are the masses that can affect the environmental performance of a business
(González‐Benito and González‐Benito, 2010). Henriques and Sadorsky (1999) classified
stakeholders and environmental pressures into four main categories: regulatory, organisational,
community and media pressure. Regulatory stakeholders consist of legislators and competitors
(Sarkis et al., 2010; Baah et al., 2020). Environmental protection laws of governments and
environmental initiatives of competitors can put environmental pressure on businesses and affect
their environmental performance. In many of the past studies, it has been found that the
environmental regulations of governments have a driving force on corporate environmental
behavior (Winter and May, 2001; Raedeke et al., 2001; Rivera, 2004; He et al., 2016). Similarly,
the Red Queen theory (Barnett and McKendrick, 2004), which argues that the factors that
encourage the organization depend on the practices of competitors (Barnett and McKendrick,
2004), supports that one of the factors playing a role in environmental behavior is competitor
pressure (Tang and Tang, 2016). Contrary to this view, Phan and Baird (2015) found that green
leader competitors are not effective in developing proactive strategy.
Organizational stakeholder pressure is defined as the pressure of customers and suppliers,
employees and shareholders on environmental issues (Henriques & Sadorsky, 1999; Sarkis et al.,
2010) and has an encouraging role for organizations to develop proactive environmental
strategies (Schaefer, 2007; Sangle; 2010; Baah et al., 2020). Customers reflect their reactions to
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their actions by not preferring non-environmental organizations (or by negative word of mouth),
suppliers breaking agreements for material supply, and shareholders leaving the company
(Henriques & Sadorsky, 1999). On the other hand, employees working in organizational culture
with environmental awareness improve the environmental performance of the enterprise (Ángel
del Brío, et al., 2008). Community stakeholder pressure includes the pressure of nongovernmental organizations (NGOs) and environmental organizations such as Tema, Wwf,
Greenpeace. The impact of pressure from NGOs and local organizations on environmental
protection motivation is less and more indirect than other types of stakeholder pressure (Da
Motta, 2006). Finally, the media can influence the public (directly) and other stakeholders
(indirectly) on the green image of the organization (Trendafilova et al., 2013). Especially in
times of crisis such as COVID-19, it can be a guide when environmental destruction is on the
agenda. According to Islam and Deegan (2010), the environmental issues of the sector are on the
agenda of the media, forcing managers to make positive environmental statements about their
businesses.
Brand Orientation
Current research assumes that brand-oriented strategies have an important role in green
marketing orientations of hotel businesses. In this context, the effect of brand positioning, brand
functionality and brand return on investment in green marketing decisions have been evaluated
under the concept of brand orientation (Reid et al., 2005; Ho et al., 2021). Brand orientation is
the execution of organizational efforts in the focus of branding for sustainable competition
(Merrilles et al., 2011). Green hotels can develop environmental brand competition strategies by
positioning their services in the focus of green brands (Dief & Font, 2010; Wang, 2016; Da Luz
et al., 2020). Thus, they can gain a relative advantage in the minds of consumers compared to
competing businesses and have positive privilege in attitudes and intentions towards consumer
brand preference (Haung et al., 2008). Brand functionality, which is another factor, is defined as
the degree to which hotel customers think that green hotels produce services that can fulfil the
expected function (Reid et al., 2005; Mohan et al., 2017). This study is based on the assumption
that customers' thoughts on green brand functionality (eg, this hotel fulfils the requirements of
being a green hotel) positively affect green marketing orientations of hotel businesses. In this
context, hotel managers must fulfil the requirements of the green label in order to maintain
customer trust. Thus, it may attract the attention of consumer groups willing to pay more for the
same service (Leung et al., 2014). In relation to consumers' willingness to pay, the authors
predict that the return on investment for green brand creation may also encourage hotels to act
green. According to Tajeddin and Ratten (2020), brand orientation has a positive effect on the
return on investment of the brand. In other words, as brand focus increases, the rate of return on
investment increases. In this direction, it would not be wrong to say that as hotel businesses
differentiate from their competitors by positioning their brands as green and fulfill the
requirements of being a green hotel, the return on their investment in greening will also be
positive.
Methods
The COVID-19 pandemic process reminds human beings that nature should be protected. One of
the ways businesses protect nature is to make sustainable decisions. For this reason, some
businesses try to adopt green marketing orientations. In this context, this study aims to reveal the
5
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interactions of the factors that evaluate the green marketing orientations of hotel businesses. A
research flowchart, as shown in Figure 1, was used to assist in structuring the methodology
followed.
Figure 1. Research Flowchart for Green Marketing Orientations

First, the literature was reviewed and the factors that played a role in green marketing
orientations were examined. Factors were prepared for consultation with experts. Of course, it is
important to choose experts who are competent in this field. Therefore, in order not to miss
different perspectives, a team of experts has been determined from both the academic community
(3 people) and the managers (3 people) who take an active role in the sector (Table 1). In
literature, it was stated that three to seven experts were sufficient to reduce the deviations in the
evaluations of the experts who performed the questionnaire (Büyüközkan and Ruan, 2007).
Table 1. The Characteristics of the Six Experts
Decisionmakers (Dn)
D1

Job title

Gender

Age

Hotel manager

Female

39

Experience
(years)
>15

D2
D3

Sales and marketing manager
Sustainability program manager

Female
Male

41
42

>15
>20

D4
D5

Professor in marketing department
Assistant professor in marketing
department
Research assistant in tourism
management department

Male
Female

50
34

>20
>10

Master’s in business
administrations
Bachelor’s in civil engineering
Doctorate’s in management
engineering
Doctorate’s in tourism marketing
Doctorate’s in marketing

Female

35

>10

Master’s in tourism management

D6

Educational level

In the context of green marketing orientations, experts were asked to evaluate the four main and
twelve sub-factors determined as a result of the literature review to contribute to sustainability in
the hotel businesses. With the help of experts' evaluations, considering the hotels two main
factors and six sub-factors were removed from these factors and one main and four sub-factors
were added instead. As a result, a framework consisting of three main and ten sub-factors was
drawn (Table 2).
Table 2. Main and Sub Factors
Main Factors (Fn)
Natural Environmental Orientation
(F1)
Environmental Pressures of
Stakeholders (F2)
Brand Orientation (F3)

Sub-Factors (Fnm)
Commitment to nature (F11)
Environment entrepreneurship (F12)
Corporate social responsibility (F13)
Regulatory stakeholder pressure (F21)
Organizational stakeholder pressure (F22)
Community stakeholder pressure (F23)
Media pressure (F24)
Brand positioning (F31)
Brand functionality (F32)
Brand return on investment (F33)

https://digitalcommons.usf.edu/m3publishing/vol16/iss9781955833080/2
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Ref.
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Ho et al., 2021.
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On the other hand, method was chosen as the analysis method due to the complex and multicriteria nature of the study. The method is a comprehensive method to analyze the factors which
have interaction, originated from the Geneva Research Centre of the Battelle Memorial Institute
(Büyüközkan & Çiftçi, 2012; Baykasoğlu et al., 2013). There are some reasons for applying the
method within the scope of this study: When the technique is compared with another MCDM
methods in the literature (TOPSIS, VIKOR, AHP, etc.), (1) This method effectively evaluates the
mutual effects (both direct and indirect effects) between different factors and helps to understand
the complex cause-effect relationships in the decision-making problem. (2) It can visualize the
interrelationships between factors and enables the decision maker to clearly check which factors
affect each other. (2) Unlike AHP, the method finds critical evaluation factors by taking into
account the interactions and dependencies of the factors and can be used to measure the weights
of the evaluation criteria (Si et al., 2018).
In general, evaluations of decision makers about most of the factors determined in MCDM
cannot be evaluated accurately because they are not based on precise data. Moreover, some
criteria can only be evaluated subjectively. For this reason, fuzzy logic (Zadeh, 1965) plays a
very good auxiliary role for modeling and solving MCDM problems. It also can cope with
uncertainties (Gören, 2018). Since fuzzy logic is an advantageous candidate to support MCDM
methods, it is often used together with the method in the literature. For instance, risk assessment
(Mentes et al., 2015; Seker and Zavadskas, 2017), sustainable supplier selection (Chang et a.,
2011; Chen et al., 2020), COVID-19 effects on tourism (Hosseini et al., 2021; Ho et al., 2021).
Consequently, this study integrates fuzzy logic and method to propose fuzzy as a systematic
solution process for solving fuzzy multi-criteria decision making problems by revealing the
influencing and affected factors from a set of potential factors to reveal green marketing
orientations of hotels in the Cappadocia region.
Sample
Until this stage, the factors that are the role of green marketing orientations, experts who are
evaluators and the data analysis method have been determined. In order to perform the analysis
of the determined main and sub-factors, questionnaires to be directed to the experts were
prepared. In the process of answering the questionnaires formed in the form of a matrix by the
experts, it was stated to the experts that the hotels with green star certificate in the Cappadocia
region should be taken into consideration. Moreover, the experts who are already managers are
the staff of the green star certified hotel, and the academicians have extensive knowledge about
these hotels. It is known that there are currently three hotels with green star certificate in the
Cappadocia region (TurizmDataBank, 2020).
Data Collection
The researchers were with the experts in the process of answering the distributed questionnaires.
This is because face-to-face interviews are conducted to avoid confusion about definitions of
factors. Experts were advised to answer by considering which factors are driving green
marketing orientations for hotels to act green. While filling out the evaluation matrices, it was
stated that they could make their answers with linguistic variables according to the scale in Table
3. After 60 min of interviews with the managers (3) and the academicians (3), the questionnaires
consisting of consensus for both teams were completed. As a result of the interviews, the authors
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have a total of 2 questionnaires, 1 from the academicians and 1 from the managers, for
analyzing.
Table 3. The Fuzzy Linguistic Scale
Linguistic terms
No influence (No)
Very low influence (VL)
Low influence (L)
High influence (H)
Very high influence (VH)

Triangular fuzzy numbers (l, m, u)
(0, 0, 0.25)
(0, 0.25, 0.5)
(0.25, 0.5, 0.75)
(0.5, 0.75, 1)
(0.75, 1, 1)

Source: Akyuz and Celik, 2015; Li et al., 2020

A Fuzzy
The causal relations among the factors are determined by using fuzzy method. To do this, the
following steps of fuzzy must be followed (Baykasoğlu et al., 2013; Akyuz and Celik, 2015).
Step 1. Determine factors, select experts and decide fuzzy scale: First of all, it is necessary to
determine the relevant factors in order to determine the causal relationships between the factors
that affect the green marketing orientations of the hotels. Table X includes the factors evaluated
within the scope of this study. Then, competent experts in the field were determined to evaluate
the factors. However, when experts compare factors, it is very difficult to determine to what
extent one factor affects another. A fuzzy scale has been proposed to overcome this difficulty.
Then, selected experts evaluated the factors using the fuzzy linguistic scale in Table 2.
Step 2. Creating a direct-relation fuzzy matrix: In order to measure the level of relations between
the factors 𝐹 = {𝐹! , 𝐹" , … . . 𝐹# } , a pairwise comparison matrix is created by each expert with
linguistic expressions. In this way, the fuzzy direct relationship matrix is created and displayed
as 𝑍) where 𝑍) is (nxn) matrix, n represents the number of factors. 𝑍)$% = (𝑙$% , 𝑚$% , 𝑢$% ) triangular
fuzzy number is a linguistic term and indicates the degree to which the factor 𝐹$ affects factor 𝐹% .
Step 3. Establish normalized direct-relation fuzzy matrix: The normalized direct-relation matrix
is created using Eq (1) and Eq (2). It is denoted by 𝑋) is given by (3).
(')
𝑋)$% =

($)
)*!"

+ ($)

($)

,!"

= 0+ ($) ,

($)

-!"

+ ($)

($)

.!"

, + ($) 2
(')

(1)

𝑟 (') = 𝑚𝑎𝑥,/$/# 6∑#%0! 𝑢$% 8

(2)

𝑋)!!
𝑋) = 9 ⋮
𝑋)#!

(3)

⋯
⋱
⋯

𝑋)!#
⋮ =
)
𝑋##

Step 4. Calculate total-relation fuzzy matrix: Eq (4) is used to construct the total-relation fuzzy
matrix. It is denoted by 𝑇) is given by (5).
𝑇) = lim (𝑋) + 𝑋) " + ⋯ + 𝑋) 1 ) = 𝑋)(𝐼 − 𝑋))4!
1→3

https://digitalcommons.usf.edu/m3publishing/vol16/iss9781955833080/2
DOI: https://www.doi.org/10.5038/9781955833080

(4)

8

Bozpolat and Simsek Yagli: Analysis of green marketing orientations of green hotels during COVID-19 with fuzzy

𝑇)!!
𝑇) = 9 ⋮
𝑇)#!

𝑇)!#
⋮ =
)
𝑇##

⋯
⋱
⋯

(5)

Step 5. Identicate of the cause and the effect factor groups: At this step, 𝑟̃$ + 𝑐̃% and 𝑟̃$ − 𝑐̃% are
calculated. Here, 𝑟̃$ denotes sum of rows and 𝑐̃% denotes sum of columns of matrix 𝑇). While 𝑟̃$ −
𝑐̃% shows the net effect of factor i, 𝑟̃$ + 𝑐̃% denotes the importance of factor i.
Step 6. Defuzzification of 𝑟̃$ + 𝑐̃% and 𝑟̃$ − 𝑐̃% : In order to determine BNP(best non fuzzy
performance) values, Eq (6) is used.
𝐵𝑁𝑃$% =

.!" 4,!" 5-!" 4,!"
6

+ 𝑙$%

(6)

Step 7. Construct cause-effect relation diagram: In the final step, the values of rK7 + cK8 and rK7 − cK8
are used to construct the diagram. And then interpretations are made according to the results.
Findings
In this study, fuzzy is used not only to determine the cause/effect status, but also to explain the
relations between the main and sub-factors of green marketing orientations towards sustainability
in hotel businesses. Firstly, considering the green star certified hotel businesses in the
Cappadocia, two expert teams (managers and academicians) evaluated the main and sub-factors
using the fuzzy linguistic scale in Table 3. Linguistic assessments of managers and academicians'
consensus are shown in Table 4(a) and Table 4(b), respectively. Similarly, evaluations of the
sub-factors were also built up (Tables 5 and 6).
Table 4. The Assessments of the Main Factors (Managers’ (a), Academicians’ (b) Perspectives)
(a)
F1
No
VL
L

Main Factors (Fn)
F1
F2
F3

F2
VH
No
VL

F3
H
H
No

Main Factors (Fn)
F1
F2
F3

(b)
F1
No
VH
VH

F2
VL
No
L

F3
H
VH
No

Natural Environmental Orientation (F1), Environmental Pressures of Stakeholders (F2), Brand Orientation (F3).

Table 5. The Assessments of the Sub-Factors (Managers’ Perspectives)
Sub- Factors (Fnm)
F11
F12
F13
F21
F22
F23
F24
F31
F32
F33

F11
No
L
L
H
VH
H
H
L
H
No

F12
H
No
H
L
VH
L
H
No
H
VL

F13
H
L
No
VL
H
L
H
L
H
L

F21
H
H
H
No
No
H
H
VL
VL
No

F22
H
H
H
VL
No
H
VH
H
VH
No

F23
H
H
VH
VL
L
No
H
VL
L
VL

F24
VH
VH
H
L
H
H
No
No
VL
No

F31
VH
H
H
H
H
No
No
No
VH
VH

F32
H
H
H
L
L
H
No
No
No
VL

F33
VH
H
H
L
No
L
VL
L
VL
No

Commitment to nature (F11), Environment entrepreneurship (F12), Corporate social responsibility (F13), Regulatory
stakeholder pressure (F21), Organizational stakeholder pressure (F22), Community stakeholder pressure (F23),
Media pressure (F24), Brand positioning (F31), Brand functionality (F32), Brand return on investment (F33).
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Table 6. The Assessments of the Sub-Factors (Academicians’ Perspectives)
Sub- Factors (Fnm)
F11
F12
F13
F21
F22
F23
F24
F31
F32
F33

F11
No
H
H
VH
VH
VL
VH
VH
L
VH

F12
VH
No
VH
VH
VH
L
L
H
H
VH

F13
H
H
No
H
H
L
H
VH
H
VH

F21
VL
No
VL
No
L
VH
VH
No
No
H

F22
VL
No
L
H
No
H
VH
VL
H
L

F23
VL
No
VL
H
L
No
H
No
No
No

F24
VL
No
L
H
VH
VH
No
VL
VL
L

F31
H
VH
H
VH
VH
L
L
No
VH
L

F32
H
VH
VH
H
VL
VL
L
VL
No
H

F33
L
L
L
VL
No
No
No
H
H
No

Commitment to nature (F11), Environment entrepreneurship (F12), Corporate social responsibility (F13), Regulatory
stakeholder pressure (F21), Organizational stakeholder pressure (F22), Community stakeholder pressure (F23),
Media pressure (F24), Brand positioning (F31), Brand functionality (F32), Brand return on investment (F33).

By using the related equations (1-6), the relevant steps (1-6) of the fuzzy method were
calculated and Table 7 and Table 8 can be obtained. As a result of defuzzified values of 𝑟̃$ , 𝑐̃% ,
𝑟̃$ + 𝑐̃% and 𝑟̃$ − 𝑐̃% (managers’ and academicians’ perspective), cause and effect groups were
determined and the cause/effect diagram was drawn.
According to the diagram (Figure 2a), F1 has the highest ri- cj value (0,82) for managers and F2
has the highest ri- cj value (1,42) for academicians. This means that these main factors have more
impact on the whole processes. On the other hand, F2 with ri- cj value (-0,10) and F3 with ri- cj
value (-0,73) are involved in the effect group for managers’ perspectives; F1 with ri- cj value (1,03) and F3 with ri- cj value (-0,39) are involved in the effect group for academicians’
perspectives. From managers’ perspectives, the F3 factor has the very low ri- cj value (-0,73), so
Table 7. Defuzzified Values of 𝑟̃$ , 𝑐̃% , 𝑟̃$ + 𝑐̃% and 𝑟̃$ − 𝑐̃% (Managers’ Perspective)
Main- Factors
F1

ri
2,29

cj
1,47

ri+ cj
3,76

ri- cj
0,82

F2

1,64

1,74

3,39

-0,10

F3

1,48

2,20

3,68

-0,73

Sub- Factors
F11
F12
F13
F21
F22
F23
F24
F31
F32
F33

ri
5,88
5,44
5,63
4,10
4,82
4,96
4,79
3,15
4,86
2,62

cj
4,89
4,72
4,84
4,20
5,13
4,56
4,49
4,99
4,20
4,22

ri+ cj
10,77
10,16
10,47
8,30
9,95
9,52
9,28
8,14
9,06
6,84

ri- cj
0,99
0,71
0,79
-0,09
-0,31
0,40
0,30
-1,83
0,65
-1,61

Table 8. Defuzzified Values of 𝑟̃$ , 𝑐̃% , 𝑟̃$ + 𝑐̃% and 𝑟̃$ − 𝑐̃% (Academicians’ Perspective)
Main- Factors
F1

ri
2,71

cj
3,74

ri+ cj
6,46

ri- cj
-1,03

F2

3,74

2,32

6,07

1,42

F3

3,22

3,61

6,82

-0,39

Sub- Factors
F11
F12
F13
F21
F22
F23
F24
F31
F32
F33

ri
1,79
1,56
1,98
2,42
2,08
1,83
2,16
1,63
1,83
2,15

cj
2,45
2,53
2,50
1,38
1,75
1,14
1,62
2,43
2,07
1,55

ri+ cj
4,24
4,09
4,48
3,80
3,83
2,98
3,77
4,06
3,90
3,69

ri- cj
-0,66
-0,97
-0,52
1,03
0,33
0,69
0,54
-0,80
-0,24
0,60

it is affected by other factors. Therefore, it can be said that this factor does not have a significant
effect on green marketing orientations. This is true for the F1 from the academicians' perspectives
because it has the lowest ri- cj value (-1,03) value.

https://digitalcommons.usf.edu/m3publishing/vol16/iss9781955833080/2
DOI: https://www.doi.org/10.5038/9781955833080

10

Bozpolat and Simsek Yagli: Analysis of green marketing orientations of green hotels during COVID-19 with fuzzy

Figure 2. Cause/Effect Diagram for Main-Factors (Managers (a), Academicians (b) Perspective)

From Table 7 and Figure 3a, for the factor “Natural Environmental Orientation (F1)”, the sub
factor F11 has the biggest ri- cj value (0,99) and it is the strongest influence power from
managers’ perspectives. Regarding ri- cj value, the sub-factors F12 (0,71) and F13 (0,79) are the
cause groups with a positive value. For the main factor “Environmental Pressures of
Stakeholders (F2)”, the ri- cj values of F23 and F24 (respectively 0,40 and 0,30) are positive, which
means these are the cause factors. Contrarily, the ri- cj value of F21 and F22 (respectively -0,09
and -0,31) are negative sub factors of F2. Subject to the Figure 3b, F23 is the strongest sub-factor,
F22 is the most affected one. The sub-factors of Brand Orientation (F3), can be found in Figure
3c. About ri- cj value, F32’s value (0,65) is the greatest influence and it is in cause group.
Conversely, the two sub-factors F33 and F31 (respectively -1,61 and -1,83) values are negative
which means these are in effect group.
Figure 3. Cause/Effect Diagram for Sub-Factors (Managers’ Perspective)

The results of the main factor “Natural Environmental Orientation (F1)” can be observed in Table
7 and Figure 4a from academicians’ perspectives. In the ri- cj value, all of the sub-factors F13,
F11 and F12 (respectively -0,52 and -0,66 and -0,97) are negative which means that they are in
the effect group and most affected sub-factor is F12. From Figure 4b, it can be seen that the
relationships among sub-factors of “Environmental Pressures of Stakeholders (F2)”. In terms of
ri- cj value, whole sub-factors’ values are positive. They are causal sub-factors and F21 (1,03) is
the strongest one and has the more impact on entire process. Regarding the Brand Orientation
(F3), it can be understood from Figure 4c, the one sub-factor F33’s ri- cj value (0,60) is positive,
which is in cause group and affect other sub-factors. In contrast, the two sub-factors F32 and
F31’s (respectively -0,24 and -0,66 and -0,80) values are negative which represents these are in
the effect group.
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Figure 4. Cause/Effect Diagram for Sub-Factors (Academicians’ Perspective))

Conclusion, Implications and Further Research
Sustainability concerns of hotel businesses have increased recently due to the COVID-19
pandemic process. Considering the increasing share of the tourism sector in environmental
destruction, changes have occurred in the environmentalist attitudes of all stakeholders in the
sector, especially hotel businesses. This study revealed the relationships between the factors that
are effective in the green marketing orientations of the green hotels in the Cappadocia region
during the COVID-19 process from the perspective of managers and academicians. In this
context, the study fills the gap in the literature due to the limited number of studies that use
MCDM methods as a method as well as comparing different perspectives in the evaluation of
green marketing orientations. Unlike the methods used in the evaluation of green marketing
orientations in previous studies (Chan, 2013; Chan, 2014), the method was used in this study.
Moreover, the Fuzzy method has been able to successfully evaluate the linguistic expressions of
experts, as it can effectively deal with vague and imprecise judgments.
The main findings of the analysis show that, managers and academicians differ in their
evaluation of the factors that affect the green marketing orientations of hotels. When the main
factors were evaluated, it was determined that the most effective factor in the green marketing
orientations of the managers was Natural Environmental Orientation (F1), while the most
influential factor was Environmental Pressures of Stakeholders (F2) from the perspectives of the
academicians. Additionally, analyzes prove that Natural Environmental Orientation (F1), which
is the most important factor for managers, is the factor most affected by other main factors in
academicians. This difference may be an indication that the COVID-19 pandemic has changed
the predictions of academicians in practice. Ho et al. (2021), claiming the contrary of this view,
obtained findings that support the view of academicians. Therefore, it would be helpful for other
hotels that are willing to act green, to consider the factor of Natural Environmental Orientation
(F1) when using their limited resources.
When the cause/effect diagrams of the sub-factors that shape the main factors are examined, it
has been revealed that Environment Entrepreneurship is the factor that is affected in both
evaluator teams on Natural Environmental Orientation. Therefore, it is recommended that hotels
that want to consider Natural Environmental Orientation should adopt other sub-factors that are
commitment to nature and CSR activities. Then, Community stakeholder pressure (F23) and
Media pressure (F24) sub-factors are included in the cause group by both evaluator teams. In
other words, Community stakeholder pressure (F23) and Media pressure (F24) have an important
role in the main variable Environmental Pressures of Stakeholders (F2). On the contrary, it is
argued in the literature that these two factors have an indirect effect (Da Motta, 2006;

https://digitalcommons.usf.edu/m3publishing/vol16/iss9781955833080/2
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Trendafilova et al., 2013). Moreover, Organizational stakeholder pressure (F22), which has an
encouraging role according to the literature (Baah et al., 2020), was found to be the least
influential factor in the context of the main factor, according to managers and academicians.
Considering the last main factor Brand Orientation (f3), Brand functionality (F32) has an impact
on other sub-criteria for managers, while Brand return on investment (F33) is considered
important for academicians. Therefore, it would not be wrong to say that academicians are
business-oriented and managers are customer-oriented. Addedly Brand positioning (F31), was in
the effect group for both evaluator teams and was determined as the factor with the least effect
on other sub-factors.
As in every study, this study also has some limitations. First of all, there are a limited number of
green hotels that can be included in the research in the Cappadocia region. In future studies, it is
recommended to conduct studies in different regions and with larger samples. Second, the
evaluation model was created in the context of hotel businesses. For more inclusive studies, the
model should be tested with other factors. Third, since the evaluations of the experts are a
subjective evaluation method, they sometimes affect the results of the analyses. Based on the
results of the current research, there is a need for more studies to minimize the differences
between theory and practice in future research.
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